Barriers in Purchasing Organic Clothing Product Among Z Generation Women in Indonesia by Shafira Putri, Aisha Nur & Nuraeni, Shimaditya






Barriers in Purchasing Organic Clothing Product Among Z Generation 
Women in Indonesia 
 
Aisha Nur Shafira Putri1, Shimaditya Nuraeni1 
1School of Business and Management, Bandung Institute of Technology, Indonesia 
 




Nowadays, organic product demand seems to arise and many people start to change their lifestyle to 
using organic products. Ranging from organic food, organic personal care, organic crafts to organic 
fashion. There are various kinds of fashion products and one of them is organic clothing products. 
Organic clothes are clothes that mainly use organic fabrics that are made of natural fibers using natural 
materials. However, in Indonesia, it seems like there are still people who do not use this organic 
clothing product because of the skepticism or they do not have adequate knowledge about organic 
clothing products. It indicates that some barriers occur to consumers, so they haven't used organic 
clothing. Within this study, the researchers tried to analyze the barriers to purchasing organic clothing 
products among 166 women in the gen-z in Jabodetabek and Bandung with the use of Innovation 
Resistance Theory (IRT). The research was conducted using questionnaires and analyzed using 
Multiple Linear regression with SPSS Software. The results indicate that risk barrier and tradition 
barrier have positively and significantly affected organic clothing products purchase intention. These 
findings may be useful in developing business strategies for organic clothing SMEs in Indonesia, with 
a focus on the indicator aspect of risk barriers and traditional barriers. 
 





Introduction   
 
Nowadays, organic product demand seems to arise and many people start to change their lifestyle to 
using organic products. Many companies, governments, brands, and communities have started to meet 
the demand for organic products (Maheshwari & Malhotra, 2011). People have started to be interested 
in modifying their lifestyle to use organic products, due to public awareness of the risks of synthetic 
materials, which are not only bad for health but also have a detrimental effect on the environment 
(Thompson, 2005). Ranging from organic food, organic personal care, organic crafts to organic 
fashion.  
 
Talking about fashion, it was one of the biggest market industries, and the market itself can be valued 
at around 406 billion dollars and contribute 2 percent to the world’s Gross Domestic Product 
(Fashionunited, 2017). Following statistical data from statista.com, revenue in the Fashion segment is 
projected to reach US$12,556m in 2021, and revenue is expected to show an annual growth rate 
(CAGR 2021-2025) of 10.1% resulting in a projected market volume of US$18,437m by 2025. As a 
result of this high demand, issues in the fashion industry occur, such as the problem of waste from 
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fashion manufacturing polluting the environment. This subject has now become a global social issue. 
This is the point at which organic fashion started to gain popularity among the general public. The 
organic market fashion itself grows from the nook market to a stand-alone brand fashion; the market 
of this ethical fashion is expected to be 0.4% of the total market in the fashion industry and still 
growing till now (Globenewswire, 2020). 
 
There are various kinds of fashion products and one of them is organic clothing products. Organic 
clothes are clothes that mainly use organic fabrics that are made of natural fibers using natural 
materials such as plant fibers and all chemical processes used are in accordance with the standards and 
meet the basic requirements for toxicity and biodegradability / eliminability (Carey & Cervellon, 
2011). There are also many advantages of these organic clothes, such as having a fiber material that is 
softer, biodegradable, and safe for the environment. Organic clothes also greatly reduce the use of 
pesticides normally used on cotton trees which are susceptible to pests, resulting in frequent overuse of 
pesticides. This is very dangerous for the surrounding ecosystem. 
 
However, in Indonesia, it seems like there are still people who do not use this organic clothing product 
because of the skepticism or they do not have adequate knowledge about organic clothing products. It 
indicates that some barriers occur to consumers, so they haven't used organic clothing. These green 
product barriers can be categorized into five categories, based on the Innovation Resistance Theory, 
such as usage, value, risk, image, and behavior (Kushwah et al., 2019).  
 
 
Literature Review  
 
Innovation Resistance Theory (IRT Theory)  
 
Innovation Resistance Theory is a theory that says for every innovation there must be resistance. This 
theory offers that innovation resistance can be defined as behavior resulting from rational thinking and 
decision-making (Kaur et al., 2020). The use of innovation can encourage consumers to resist if it 
changes their lifestyle and status (Ram & Sheth, 1989). This theory also applies to the purchase of 
organic products; since organic products are an innovation, there must be some opposition to them. 
Based on prior studies, this principle has been shown to be used in the sense of purchasing organic 
goods (Shafira & Mayangsari, 2020). This research implements the innovation resistance theory that 
occurs in the purchase and use of organic fashion by consumers. Innovation resistance theory has 
proposed three functional barriers: usage, value, and risk barriers, and two psychological barriers: 




The Usage barrier happens when a customer faces an innovation that is not compatible with existing 
experience, routines, or usages (Ram & Sheth, 1989). The barriers, such as limited variety, 
availability, low visibility in the shop, inadequate information, and convenience, have a significant 




Ram and Sheth, 1989 said that the value barrier refers to the success of innovation and its monetary 
value; if the innovation does not achieve anticipated performance-to-price compared to alternatives, 
customers would not be willing to change their consumption habits. When customers discover that the 
value of a new product is less than that of an existing alternative, value barriers emerge (Laukkanen et 
al., 2008). Align with that, many studies said that higher prices came out as the most crucial cause of 
consumer resistance toward organic products (Kushwah et al., 2019). 
 
Risk Barrier 





Every innovation has its own uncertainty and side effects that cannot be predicted therefore, customers 
who are aware of the risks try to put off adopting a new product until they have more information 
(Ram & Sheth, 1989).  
 
Tradition Barrier  
 
The tradition barrier arises when an innovation causes a customer to alter their existing habits (Ram & 
Sheth, 1989). Tradition barriers, such as satisfaction with non-organic products and a lack of 
awareness, prevent people from using organic products (Shafira & Mayangsari, 2020). A consumer 
that feels content with the non-organic product will lack the requisite knowledge to make the transition 




Image barriers may arise if these associations such as production, branding, or product variety are 
unfavorable and the customer develops an unfavorable image about the product (Ram and Sheth, 
1989). Image barrier in the case of organic food refers to the overall image of this food product in 
general; for example, some consumers do not see any differences between organic and conventional 




Organic products are those that are produced without the use of pesticides, synthetic fertilizers, waste 
sludge, genetically modified organisms, or ionizing radiation, according to Organic.org (2010). 
Organic fashion uses organic fabrics that are made of natural fibers using natural materials such as 
plant fibers, and all chemical processes used are in accordance with the standards and meet the basic 
requirements for toxicity and biodegradability / eliminability (Carey & Cervellon, 2011). 
 
Conceptual framework  
 
This research adopts the innovation resistance theory research framework used by (Kaur et al., 2020). 
The previous researcher used IRT to study the association of different functional (ie, value, usage, and 
risk) and psychological barriers (namely, tradition and image) with use intentions toward mobile 
payment systems and intention to recommend MPSs. However, this study will only reach the intention 
to buy and not the intention to recommend.  
 
Figure 1: Conceptual Framework 





Based on the literature review, the hypothesis are:  
H1 : Usage barriers significantly influence purchase intention of organic clothing products. 
H2 : Value barriers significantly influence purchase intention of organic clothing products. 
H3 : Risk barriers significantly influence purchase intention of organic clothing products. 
H4 : Tradition barriers significantly influence purchase intention of organic clothing products. 
H5 : Image barriers significantly influence purchase intention of organic clothing products. 
 
 
Research Method  
 
The researcher used a quantitative approach with survey analysis. According to Sugiyono (2010), 
survey analysis is data collection through questionnaires. The data was collected using a survey by 
questioning respondents about the barrier towards organic fashion. This study also uses Multiple 
Linear Regression as the statistical technique to analyze the influence of innovation resistance of 




This study’s population is Indonesian women in the Z generation focused on the ones living in 
Jabodetabek and Bandung as a metropolitan city that has a tendency to know about organic products 




The researcher chose to use non-probability sampling, with a purposive sampling technique with the 
main goal to generate a sample that can reasonably be believed to be representative of the population 
(Courser & Lavrakas, 2012). The sample size is the total respondents included in this study. At least 5 
observations are required for each projected parameter (Anderson et al., 1992), or 5 respondents are 
required for each item observation. Therefore this study has 32 item observations so we can conclude 
that researcher need 160 respondents of women in the z generations. 
 
Data Collection  
 
This research will consist of two-part, the introduction part and the main part. The introduction part 
will consist of the socio-demographic data about respondents that consisted of gender, age, current 
domicile, and occupation. The main part will consist of the independent variable which is the 
consumption barriers of organic fashion products. This research used a 5-point Likert scale, a 
psychometric scale, to determine the respondents' preferences based on statements of psychological 
measures. One was designated as strongly disagree, two was designated as disagree, three was 
designated as undecided or neutral, four was designated as agree, and five was designated as strongly 
agree. The researcher has used a Google Form to create a questionnaire online with Indonesia 
language as the base language because the limitation area of this study is in Indonesia. As for the 
communication, the researcher distributed the questionnaire using the social media Line via personal 
chat and Instagram via direct message.  
 
Data Analysis 
This study using Statistical Package for the Social Sciences. SPSS is a statistical package for the social 
sciences (SPSS) to to collect and analyze all of the information gathered. This research uses multiple 
linear regression as the statistical technique that will analyze the relationship between a single 
dependent variable and several independent variables (Hair, et al. 2009). Before we do the multiple 
linear regression, the data have to pass the classical assumption. Which consist of normality test, 













The primary data used in this study was obtained from an online questionnaire using Google Forms as 
tools. The questionnaire was distributed to respondents who met the criteria. In this study, 166 
respondents were gathered from a minimum requirement of 135 respondents. All of the respondents 
are women in generation Z- with ages ranging from 16 to 25 years old. There were 60 out of 166 
respondents aged 21 years old, 38 out of 166 respondents aged 20 years old, and 32 respondents aged 
22 years old. The remaining members are aged 17, 18, 19, 23, 24, and 25. The majority of respondents 
(53.6%) live in Jakarta or Bandung (46.4%). 
 




If the value of calculated R is greater than the value of the item's R table, the item is considered valid. 





Cronbach's Alpha was used as a reliability estimator by the author. Cronbach alpha of 0.6 is 
considered acceptable. There are seven questions used to represent the usage barrier the Cronbach 
alpha score is 0.772, eight questions used to represent value barrier the Cronbach alpha score is 0.668, 
four questions used to represent risk barrier the Cronbach alpha 0.641 , five questions to represent 
tradition barrier the Cronbach alpha score is 0.753, three questions used to represent image barrier the 
Cronbach alpha score is 0.723, and six questions used to represent purchase intention the Cronbach 
alpha score is 0.874. Based on the test result, all of the items passed the reliability test so we can 





Normality Test  
 
The Kolmogorov-Smirnov test was used to determine whether the data was normal. According to the 
table above, the raw Asymp.sig.(2-tailed) significance value is 0.200, which is greater than 0,05. As a 
result, we can conclude that the data is normally distributed and that the data passed the normality test 
based on the result. 
 
Table 1: Normality Test  






Heteroscedasticity and Multicollinearity Test  
 
The researcher used tolerance and VIF values from each independent variable to test multicoreliance. 
There is no multicollinearity if the data has a tolerance value of more than 0.1 and a VIF value of less 
than 10. (Anderson et al., 1992). Based on the table, we can conclude that there is no multicollinearity 
and the data passed the multicollinearity test because all tolerance values are above 0.1 and VIF values 
are below 10. The Glejser method is used. All independent variables have a significance level of 
greater than 0.05. It means that the data is homogeneous and there is no heterogeneity in it. As a result, 
the heterogeneity test was passed on this data. 
 
 
Linearity Test  
 
The researcher uses Deviation from Linearity sig. score. If the deviation from linearity sig. > 0.05, 
then there is a significant linear relationship between the independent variable and the dependent 
variable. Based on the results of the table above, all significant values of deviation from linearity for 
each variable in sequence are 0.931, 0.432, 0.538, 0.536 and 0.348, which means it is greater than 
0.05. So, it can be concluded that there is a significant linear relationship between the independent 
variables (Usage barrier, Value barrier, Risk barrier, Tradition Barrier, Image barrier) and the 





















The F-test is used in this study to determine whether independent variables influence dependent 
variables synchronously. According to Ghozali (2011), Independent variables influence dependent 
variables if the F-value is greater than the F-Table and the significance is less than 0.05. From the 
result, the F-table score is 2.27 and the F-value score is 3.89, which means the F-value score is greater 
than the F-table score. The significance value is 0.002 which is less than 0.05. So, we can conclude 
that the independent variables (Usage Barrier, Value Barrier, Risk Barrier, Tradition Barrier, and 
Image Barrier) simultaneously influence the dependent variable (Purchase Intention). 
 















The T-test is used to determine the impact of independent variables (usage barrier, value barrier, risk 
barrier, tradition barrier, and image barrier) on the dependent variable (purchase intention) both 
individually and partially. The significance values 0.05 and T - values > t-table indicate that the 
independent variables are simultaneously influencing the dependent variables (Ghozali, 2011). Based 
on the result, the t-table of this research is 1.9744. According to the table above) the independent 
variables that have a significant value < 0.05 are Risk Barrier (RB) which scores 0.003 and Tradition 
Barrier (TB) which score 0.002. Then, the T-value of both Risk Barrier (RB) and Tradition Barrier 
(TB) are respectively 3.015 and -3.158. Because Risk Barrier (RB and Tradition Barrier (TB) have 
significance value < 0.05 and the score of T-value > T table (1.9732), we can conclude that risk barrier 
and tradition barrier influence women in the gen-z intention to purchase organic clothes, whereas 
value barrier (VB), usage barrier (UB), and image barrier do not significantly influence woman gen z 
purchase intention because of the T-value >T-table and the significant value >0.05.  
 
Table 6: T-Test 
 
Based on the beta score in the table, the regression equation is: 
● PI =   15.913 + 0.452 (RB) -0.414 (TB) 
○ PI: Purchase Intention  
○ RB: Risk Barrier 




According to the analysis of the T-test, we can conclude that of the five independent variables, only 
two of the variables significantly influence the women in generation z purchase intention of organic 
clothing products, which is risk barrier and tradition barrier.  
 
Table 7: Hypothesis Testing 
 
Code Hypothesis Result Conclusion 
H1 
Usage barriers significantly influence Purchase 
intention of Organic clothing products. 
Not significant Not supported 
H2 
Value barriers significantly influence Purchase 
intention of Organic clothing products. 
Not significant Not supported 
H3 
Risk barriers significantly influence Purchase 
intention of Organic clothing products. 
Significant Supported 






Tradition barriers significantly influence 




Image barriers significantly influence Purchase 
intention of Organic clothing products. 





Using innovation resistance theory as the barrier of the organic clothing line, the researcher found five 
barriers of new innovation which are usage barrier, value barrier, risk barrier, tradition barrier, and 
image barrier. So, the researcher has five hypotheses. The first one from H1, Usage barriers 
significantly influence Purchase intention of Organic clothing products. According to Nandi, et al. 
(2016) the factor of limited variety or poor range of organic products and its unavailability in the 
market can be the reason why customers are not purchasing organic products. But, in this research, the 
hypothesis is rejected because of the sig. Value is greater than 0.05 and the T-value score is 1.026 < T-
table. It means that the usage barrier does not significantly influence the barrier of organic clothing 
product purchase intention.  
 
From H2, Value barriers significantly influence the Purchase intention of Organic clothing products. 
Value barriers consist of several constructs that are mainly about price, quality, and benefit (Kotler, 
2009). The hypothesis is rejected because of the sig. Value is greater than 0.05 and the T-value score is 
-0,212 < T-table. It means that the value barrier does not significantly influence the barrier of organic 
clothing product purchase intention and the respondents in this research do not mind the price as long 
as it is balanced with the benefits and quality. 
 
From H3, Risk barriers significantly influence the Purchase intention of Organic clothing products. 
Risk barriers can arise as a result of a lack of trust in stakeholders, as well as doubts about the 
certification of organic products or doubts about the user's knowledge (Khrisna & Balasubramanian, 
2018). This means that customers need to feel secure with the amount of knowledge that they have and 
have clear certification and labeling from the product. This hypothesis is accepted because of the sig. 
Value is less than 0.05 and the T-value score is 3.015 > T-table. This means that the risk barrier has a 
significant influence on the barrier of organic clothing product purchase intention, and customers have 
doubts about purchasing this organic clothing product. 
 
From H4, Tradition barriers significantly influence Purchase intention of Organic clothing products. 
Tradition barriers arise when an innovation causes a customer to alter their existing habits (Ram & 
Sheth, 1989). In addition to tradition barrier, it also includes the lack of knowledge of the product 
itself (Hoppe, Vieira, & Barcellos, 2013). The statement is proved with H4 is accepted, in this 
research, the significance value for H4 is less than 0.05 and the t-value score is -3.158 > t-table. It 
means, tradition barriers are significantly influencing the barriers of organic clothing product 
consumption.  
 
From H5, Image barriers significantly influence Purchase intention of Organic clothing products. 
Image barriers may arise if these associations such as production, branding, or product variety are 
unfavorable and the customer develops an unfavorable image about the product (Ram & Sheth, 1989). 
Customers can feel skeptical against organic clothing products that have no different from 
conventional ones. But this statement is not in accordance with the result of this research because H5 
is rejected. The significance value of H5 is greater than 0.05 and the t-value score is 1.632 which is 
less than the t-table. It means that the image barrier does not significantly influence the barrier of 













Within this study, the researchers tried to analyze the barriers to purchasing organic clothing products. 
Using innovation resistance theory as the barrier of the organic clothing line, the researcher found five 
barriers of new innovation which are usage barrier, value barrier, risk barrier, tradition barrier, and 
image barrier. The data is collected using an online survey by spreading the questionnaire to 166 
respondents with a specific region in Jabodetabek and Bandung. The data is later analyzed using SPSS 
with clustering analysis and multiple linear regression.  
 
The objective of this research is to seek which barrier that influences the purchase intention of 
consumers towards organic clothing products. The researcher conducts multiple linear regression to 
analyze it and found that risk barrier and tradition barrier significantly influence the purchase 
intention. This statement is also supported by Laukkanen et. al (2008) who stated in his research that 
risk barrier, image barrier, and tradition barrier are the most intense barrier, but in this research, image 
barrier does not significantly influence the purchase intention.  
 
In this research, there is indeed a slide effect, a sufficient relationship between the independent 
variable and the dependent variable. But we have to consider other aspects, if the situation did not 
disrupt by pandemic the result of this study is more significant, including the independent variable that 
is being used as predictors of someone’s resistance towards purchase intention of the organic clothing 
line. The results of this study can only be generalized in a limited scope and there needs to be another 
approach to generalize it more broadly using different methods. This study also has limitations on the 
scale of the population that is difficult to identify, which is people who know about organic products 
but rarely buy organic clothing products, so the researcher ended up using the intersection of required 
characteristics and purposive sampling. This study only looks at barriers and purchase intentions. 
Recommendation for further research, if the researcher wants to analyze the market with this pandemic 
condition, it is better if the researcher uses an exploratory research approach and tries another method 
that is more effective than explanatory research. There is also a good chance that the researcher will 
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